Ⅰ. Introduction
There is no doubt that e-commerce has become crucial and inseparable part of the modern economy and one of the most rapidly growing industries in the world. Many businesses now fully acknowledge that e-commerce provides many benefits and opportunities. The diffusion of e-commerce across countries depends on their infrastructures and business organizations.
Further, the rate of this diffusion in developed countries with advanced information technology (IT) infrastructure, such as in the USA and Korea, has been greater than that in developing or underdeveloped countries.
There have been extensive empirical studies discussing importance of facilitators of e-commerce adoption (Al Qirim, 2007; Wong, 2004) . These studies are mainly based on the study of e-commerce adoption in developed countries and their implications are The purpose of this research is an attempt to answer the research question, in other words, to identify facilitators of e-commerce in developing countries by using the Delphi method, which has been used to provide a better understanding of the issues and opportunities associated with developing respective forecasts and various avenues of research (정경수 외, 2004; Skulmoski et al., 2007) . Compared with other survey methods, the Delphi method is typically used to collect richer data for a deeper understanding of issues and does not require the experts to meet physically. Thus, the Delphi method represents a highly flexible research approach that can be used
to identify e-commerce facilitators from the perspective of e-commerce experts. This study considers Uzbekistan because its government has placed great emphasis on the importance of e-commerce development at the country and industry levels.
Identifying e-commerce facilitators is vital for governments to design policies that are more effective and strengthen positive enablers, and thus, this study provides a better understanding of the current e-commerce environment and the prioritization of projects targeted at the creation of more attractive incentives for individuals and businesses.
Ⅱ. Literature Review
E-commerce has become one of the main areas of research for scholars and practitioners. A number of studies have examined the adoption and diffusion of e-commerce since the early 1990s. (Boateng et al., 2009 ).
• Studies focusing on the constraints and potential of e-commerce, which represent some of the most important continuing themes, particularly for developing countries (Anckar, 2003; Mann, 2000; Sarlak and Hastiani, 2008; Kshetri, 2007; Keoy et al., 2006) .
• Studies focusing on the adoption and diffusion of e-commerce via different theoretical frameworks (Xu et al., 2004; Molla and Licker, 2005; Grandon et al., 2009; Sarkar, 2008; Al Qirim, 2007; Pavlou and Chai, 2002 ).
• Studies focusing on a range of implementation issues such as strategies, e-commerce development support, and public policies (Ngai and Wat, 2002; Gibbs et al., 2002; Battisti et al.,2009) The first group is mainly at the operational level, whereas the second and third groups are more at the strategic level. From the economic perspective, the first and second groups address developing economies, whereas the third group focuses on developed countries.
From the business perspective, most of the recent studies have focused on the following theoretical models:
• Diffusion and innovation (이상근 외, 2005; Efendioglu and Yip, 2004; Sadowski, 2002; Lal, 2005 Sarkar, 2008 Wong, 2003; Kendall et al, 2001) • Technology organization environment (TOE); (김효정 외, 2008; Lai et al, 2006; Kurnia, 2006; Sarlak and Hastiani, 2008; Al Qirim, 2007; Ranganathan, 2004 Thatcher, 2006; Wang and Ahmed, 2009) • Theory of planned behavior (TPB); (Altobello et al., 2007 Grandon et al., 2009 Pavlou and Chai, 2002) • Perceived e-readiness model (Molla and Licker, 2005; Elahi and Hassanzadeh, 2009; Tan et al., 2007) The main deficiency of the abovementioned models is that they are designed for developed economies. For instance, B2B e-commerce technologies that Thailand adopted did not lead expected benefits and meet social and cultural expectations because such technologies were designed to meet the needs of Western society, not the commercial environment of Thailand (Vatanasakdakul et al., 2004 
Ⅲ. Research Method and Design

Research Method
To identify the facilitators of e-commerce diffusion, we used the Delphi method, which was developed by RAND Corporation. The method, which has been used mainly for evaluating national science and technology policies, consists of a survey involving two or more rounds and provides the participants in next round with the results of previous rounds so that they can alter the original assessments as necessary (Cuhls, 2000) . Linstone and Turoff (1975) 
Research Design and Data Collection
The survey was composed of four stages:
facilitator identification and questionnaire design; panel design data collection and analysis and discussion ( Figure 1 ).
In the initial stage of the survey, the main issues were analyzed, previous research was reviewed, the main objectives and time-periods were set, <Table 2> Questionnaire items and related studies Building robust ICT infrastructure and developing new technologies related to e-commerce (e.g., mobile and ubiquitous technologies)
Increasing the availability of hardware and software for and the essential aspects and issues were discussed.
Step (2000), Jutla et al. (1999) , Gibbs et al. (2002) Adopting legal frameworks for regulating e-commerce activities and providing copyright protection Providing legal frameworks or guidelines for protecting privacy and resolving disputes in e-commerce
Adopting legal frameworks for prosecuting e-commerce related crimes
Providing business incentives to promote e-commerce such as simplified business registration procedures and favorable tax and credit policies
Offering government supported programs to promote e-commerce such as e-government and customer/ business education centers
INDUSTRIAL ENVIRONMENT
Promoting and encouraging digital signature and certification services via institution-based parties (e.g., certification authority) and establishing centers for promoting e-commerce Step 2: Panel design ICT and e-commerce project experts (2), and doctoral candidates in IT(2).
Step 3: Data collection and analysis
The questionnaire, together with a description of the study and a set of instructions, was e-mailed to the 25 panel members.
The Delphi method consisted of four rounds.
The data collected from each round were analyzed, and the results including the average and standard deviation for each item, were sent to each panel members. The Delphi method requires a rule for terminating the survey round. We ended the round when the standard deviation became stable. The panel members were encouraged to provide comments on the items and add any items they considered to be facilitating variables.
Step 4: Discussion and conclusion
The data collected from the final round were analyzed and used to test the hypotheses. The results have important implications for government, businesses, and researchers respectively.
Ⅳ. Analysis, Hypothesis, and Test
Analysis
Of 25 members, 16 responded to the questionnaire survey in the first round (64% response rate). In the second round, 19 participated (76% response rate). Because the standard deviation did not stabilize after these two rounds, we decided on additional rounds. In both the third and fourth rounds, 18 participated (72% response rate).
We terminated the survey after the fourth round because there was almost no variation in the standard deviation between the third to fourth rounds (Table 4) . After the first round, the two items related to socio-cultural environment were omitted from the list because they measured the attitude or willingness to transform traditional commerce into e-commerce and the level of trust between partners (4.03 mean; 1.15 standard deviation).
In the first round, the average of the highest-ranking item was 6.37 and its standard deviation was 0.957 the average of the lowest-ranking item was 5.44 and its standard deviation was 1.861. The average of all items was 5.79 and the standard deviation was 1.376 (Table   4 ). In the second round, the average of the highest-ranking item was 6.56 and its standard Table 4 facilitating factors decreased from 1.376 in the first round to 0.632 in the fourth round, whereas it increased by 0.361 from 5.792 to 6.153.
Based on the analysis of data and careful review of previous research, we classified the items into 15 facilitators, which were further classified into five facilitating factors: the technology infrastructure, legal environment/ support, industrial environment, business organization, and economic/political environment factors (Table 5) .
First, the 24 items were classified into 15 facilitators (Table 5 ). For example, because Item 1 in the Table 4 is related to the number of internet users, Item 2 is related to the speed of the Internet, Item 17 is related to the availability of the Internet, and Item 18 is related to the internet service provider, we categorized these items as the Internet. Items 6 and 11were related to advanced ICT, and thus, we categorized these items as ICT infrastructure.
Second, we classified these 15 facilitators into five facilitating factors (Table 5 ). We classified the facilitators "the Internet" and "ICT infrastructure" into the technology infrastructure factor and the facilitators "legal framework" and "government support" into the legal environment/support factor. Services such as digital certification, logistics, and banking, and the user's knowledge of e-commerce depend on industry, and thus, we classified these into the industrial environment factor. New markets/ revenue resources, efficiency improvements, human resource management, and relationships with customers and suppliers are associated with business organizations, and thus, we classified these four facilitators into the business organization. Similarly, we classified economic development (e.g., increasing GDP and income level; reduced unemployment) and political stability into the economic/political environment factor.
As shown in Table 5 , the average importance of technology infrastructure (reflecting the Internet and ICT infrastructure) in facilitating e-commerce was 6.264 and its standard deviation was 0.318, The average importance of the economic/political environment factor was 5.778, and its standard deviation was 0.392. Figure 3, using a radar chart, shows the importance of the five facilitating factors. Technology infrastructure was the most important factor in diffusing e-commerce in Uzbekistan, and it was followed by legal environment/government support, industrial environment, business organization, and economic/ political factors, in that order.
<Figure 3> The Importance of Facilitating Factors
Hypothesis and Test
The following 10 hypotheses, derived from results shown in Table 5 , address the difference in the importance of five facilitating factors. Thus, the homogeneity of variance is confirmed.
The level of significance was 0.000 and the F ratio was 5.744. Table 6 shows the results.
Ⅴ. Discussion and As shown in Table 6 , H1, H2, H3, H5, H6, H8
and H10 were not supported, whereas H 4 and H 7 were supported at the 1% level of significance. H9 
Implications
The results have several important • Reforming laws and institutions to encourage e-payment and credit/debit card services
• Building trust through copyright protection, protecting privacy, resolving disputes, etc.
• Supporting e-commerce projects and sponsorship programs for e-commerce Sarlak and Hastiani (2008) presented mistrust of e-payments and financial barriers as inhibitors.
Thus, future research should investigate not only facilitators, but also barriers to or non-adopters of e-commerce, which should provide a better understanding of the overall e-commerce environment. In addition, comparative studies of countries with highly effective policies and environments would be beneficial. Because e-commerce in Uzbekistan is currently in its initial stage, such comparative studies would be valuable in designing effective and constructive e-commerce adoption models and frameworks for the country. Keywords: E-commerce, E-commerce Adoption, Delphi Method, Facilitator
